I. INTRODUCTION
Universally, every company have sales & marketing division in their organizational structure, that is responsible to sell products and services to consumers so that the company gains a large amount of profit. Therefore, this sales & marketing is the most crucial division in a company. Based on Philip Kotler, S.C. Johnson & Son [1] that marketing has the primary responsibility for achieving profitable revenue growth and marketing people do this by seeking, maintaining, and growing profitable customer value. Thus, some firms in evaluating their marketing performances whether fulfilled the company's needs or not always associate it with the large number of products sold. Though these parameters are not the only indicator to measure the success of marketing performance [2] .
As it has mentioned earlier, BGES unit measures their sales performance and marketing distribution by using the one and only main indicator i.e. the revenue that can be achieved in certain time-period per each sale segments. Furthermore, if a month's target cannot be reached, the remaining targets will be shifted to the following months. From the right perspective, if only the target income and real income are used as the measurement tools of success, then the strategy implementation still can be monitored, but the factors that should be improved remain unclear due to the performance trigger factors can only be seen from financial perspective. Therefore, it is possible this single indicator is influenced by a limited understanding on how the company evaluates marketing performance. One reason is that many companies cannot measure marketing, because many marketers still lack of understanding to show and increase their contribution to company performance [3] .
In 2017 the BGES unit has not been able to achieve the expected revenue target as much as 23%. However, if it is observed deeply, the performance from August to October is increased approximately 3 -5%, while from January to July only shows 1 -2%. This score performance succeed put Telkom XYZ area in top bottom three out of nine areas. So it can be concluded that the BGES unit's performance is not optimal. Therefore, more detail and sharper analysis are needed to measure the performance of sales and marketing on BGES unit both financially and non-financially.
The paper objectives are to know which aspects in the process of sales functionality and marketing distribution can be monitored and to develop the design of performance measurement, whether it is met and in accordance with the mission and strategy that has been planned to be implemented or not. The paper structure begins from introduction, literature review concerning marketing performance measurement, then move to methodology, followed by results and analysis, then finally summarize the conclusion.
II. LITERATURE REVIEW

A. Balanced Scorecard for Marketing
The focus on marketing performance assessment using the balanced scorecard is the thought contribution by Antonio Pimenta da Gama who tried to present an integrated model in evaluating marketing performance. And one way to achieve the integral is through the BSC concept, which then begins by adapting the BSC to marketing [3] . The resources regard to tangible and intangible assets that are controlled by the company, so the company must have the capability and skills in utilizing these assets to meet market demand and achieve company goals. The marketing resources intended are the company's assets, knowledge, finance, physical, reputation, human, information, relations and laws, and organizations which, when transformed by existing capabilities, can create valuable results [4] . While marketing capabilities can be found at different levels of organizational structure which seen as "marketing employees repeatedly apply their knowledge and skills to turn marketing input into output" [5] , those indicators as follows. Conceptually, market orientation is interpreted as an organization that gets information about the market and has the ability to use the information advantage to create superior value for their target customers. Therefore, market orientation by now has two different perspectives, ie market orientation is viewed as a cultural perception by Kohli and Jaworski (1990), and is seen as a behavioral perspective by Narver and Slater (1990). However, since the validation tests on behavioral perspectives proposed by Narver and Slater in UK and Canada have conducted and declared valid [6] , as well as the one in Sri Lanka is also valid [7] . Thus the market orientation used in this study will regard to the perspective by Narver and Slater (1990). That market orientation consists of three components as follows. -Financial Performance Return on Marketing Investement (ROMI) calculations are used to measure the rate at which marketing expenditures and investments actually contribute to earnings [9] . As for the calculations, it requires a minimum of two years on marketing campaigns and sales data, as well as marketing expenditures will be considered acceptable if ROMI is positive. The formula used in calculating ROMI according to Paul [10] Based on the conceptual model figure above, indicate that the first step in this research is identifying the company's marketing strategy by conducting interviewed and direct observation to the company's marketing division, then discovering the assessment indicators of the marketing performance used nowadays. Next is do review to previous research models as well as the theory related to marketing performance measurement. Thus, the researcher found out that the relevant model for this case is, Balanced Scorecard for Marketing, an indicator of the assessment on marketing strategies measured by marketing resources and capabilities, marketing orientation, customer value and financial performance (return on marketing investment/ROMI). Wherein, for weighing on indicators of marketing resources and capabilities, marketing orientation, and customer value using points Likert scale 1 to 5 with the management of weighting results, the analytical hierarchy process (AHP) method was used. As for giving weighting on the indicator of financial performance (return on marketing investment / ROMI) measured and interpreted based on the formula of ROMI calculation. As the results, it is stated that these marketing performance indicator could be recommended as a reference to assess the success of marketing strategies used today and for the future.
IV. RESULT AND ANALYSIS
A. Relevance Statement of Marketing
Performance Indicators There are 7 irrelevant questions out of 37 proposed to be measured on marketing performance against the marketing resources and capabilities perspective, due to those statements currently doesn't exist on BGES unit marketing conditions. Those irrelevant points lie on all points of subindicators of product and development capabilities and two first points on subindicators of marketing communication. Therefore, only 30 relevant statements conform to be a test indicator in measuring the current marketing performance condition at the BGES unit.
Meanwhile on marketing performance indicator towards the marketing orientation perspectives, from 19 proposed statements to measure, there is no irrelevant statement found. Thus, these are accepted and declared relevant to be tested in measuring the current marketing performance condition of the BGES unit.
B. AHP Priority Scale Statement
There are 3 respondents to determine the priority scale of the four perspectives on marketing balanced scorecard, which are: From the table summary results above, the total score obtained by the BGES Unit in the perspective of marketing capabilities and resources is 989, which means the value on this perception achieves approximately 3,663, and is categorized as 'Good' performance. Meanwhile the current conditions indicate that sales indicators 'undecided' in performance. This is clearly demonstrated by the unequal performance of revenue achievements by the three sales segments in the BGES unit. Therefore, the BGES unit must do extra work to undertake sales force in all segments to be able to deliver the best results in meeting the revenue target set by the center. By establishing more intimacy with the customer, to know the information about the customer's needs, and the needs of their customers itself.
D. Marketing Orientation Perspectives
Data calculation in this perspective, mostly following the steps on the previous perspective. Including its rating scale definition. Therefore, to check the rating scale definition, see Table 3 . Scaling Range Definition. Thus, the perception index results for each criterion on the perspective of marketing orientation as following table. , and categorized as 'Good' performance. Whereas in customer sacrifice criteria, Telkom's customer in the area of XYZ stated that the sacrifice or effort they need to get the offer they want is 'almost the same' with the treatment received from the competitors of Telkom. Therefore, the BGES unit needs to make an immediate revision so that customers can buy Telkom products without have to spend a considerable effort compared to its competitors, that is best to provide a solute product offering to customers thus the customers do not need to do tracing and time long enough to get an appropriate product offer. F. Financial Performance Perspectives In the perspective of financial performance, we didn't distribute questionnaires to several respondents to obtain results. Thus, by using the ROMI formula, we get the calculation score approximately 139%. It shows that marketing expenses incurred each month are effective for marketing activities and highly productive. As the return of marketing investment cost that exceeds 100 percent. While for the long term, indirectly this number of ROMI will give influence to the consumer about how the consumer will aware of brand about telecommunication service products and internet service providers as well as to give impact to the increased purchasing motive from Telkom customers. Overall, the score proofed the performance of existing marketing activities in the BGES unit for all marketing mix managed to contribute as much as 139% increase in profit on marketing expenses that reached Rp102.400.000, -per month. It shows the achievement of BGES unit performance measured by BSC for marketing is 78%. As that, some criterias need to be immediately addressed by BGES unit to improve their overall performance, especially on customer value, and another three perspectives exclude financial.
G. All Perspectives
V. CONCLUSION
Based on the measurement result of marketing performance at BGES unit at Telkom XYZ area with Balanced Scorecard for marketing method, it can be concluded that:
1. The first priority is the customer perspective, as much as 50%. As for the weight of performance on this perspective, the BGES unit has reached score of 3,59. The score comes up with the inference, the customer perspective "Agreed" that quality services they gained and the sacrifices they gave is negative linear so that customer value is satisfactory. 2. The second priority is the financial performance, as much as 20%. The results of return on marketing investment (ROMI) calculation shows the return on investment spent on marketing costs is positive, indicated by score number of 139%. 3. The third priority is marketing resources and capabilities, as much as 16%. As for the weight of performance on this perspective, the BGES unit has reached score of 3.663 of the total weight of 5. It indicates the achievement of BGES unit performance for this perspective is in the category of "Good". 4. The priority the marketing orientation perspective, as much as 14%. As for the weight of performance on this perspective, the BGES unit has reached score of 3.643 of the total weight of 5. It indicates the achievement of BGES unit performance for this perspective is in the category of "Good". 5. Overall performance of BGES unit based on Balanced Scorecard for Marketing measurement is 78%. To improve the performance of BGES unit, it is necessary to change the marketing strategy that can increase the value of sales on the perspective of marketing capabilities and resources, improve the knowledge of competitor orientation in the perspective of marketing orientation, and reduce the sacrifice of customers in the perspective of customer value. 6. For the next research, there should be a modification and more review related to the BSC for marketing method and also its application.
